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The demand for green products and services has increased in recent years, as customers are more 
concerned about global warming and environmental pollution. As a result, more companies focus 
on introducing environmental friendly solutions such as green concept hotels to meet consumers 
demand. Since he whole concept of green hotel is still novel in market, this article aims to 
investigate the relationship between attitude, subjective norms, perceived behavioural control, 
self-identity and intention to visit green hotels. The findings show that self-identity can enhance 
the predictive powers of the Theory of Planned Behaviour as it explains an additional variance of 
9%. This findings can be useful the players in hospitality industry to promote their offering in 
market by using more effective marketing tools. Furthermore, this research enhances a growing 
body of knowledge that recognise self-identity as a genuine addition to the Theory of Planned 
Behaviour. 
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Of late, the environment and its ills have been the subject of much discussion. Pollution has been 
a problem since the industrial revolution (Rees, 1993) such as environmental destruction, 
infertile soil, sick livestock as well as human health risks. At the consumer level, there have been 
calls to heed environmental concerns and for the serious consideration of environmental issues. 
Introduction to concepts such as greenhouse gases, global warming, carbon footprint and food 
miles have enabled consumers to responsibly discern and consume. 
 
The hospitality business is the largest industry in the world (Bohdanowicz et al., 2001; Cham & 
Easvaralingam, 2012). According to the WTTC (2016a), it accounted for 9.8% of the global 
GDP in 2015 and provided 284 million jobs or 9.5% of the total global employment. Therefore, 
the hotel industry can play a significant role in environmental conservation by going green. 
Green hotels are defined as environmentally-friendly properties whose managers are eager to 
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institute programs that save water, energy and reduce solid waste - while saving money - to help 
protect our one and only Earth (Green Hotels Association, 2016). 
 
Being green offers hotels a competitive edge over the homogeneity of products and services 
offered by the hotel industry (Martinez, 2015). In other words, hotels may face stagnation in the 
face of low differentiation brought about by the perceived similarity of consumers. They must 
differentiate. Apart from reducing the environmental impact, the reduction in the use of water 
and electricity as well as decreasing waste would mean that the operational cost of the property is 
further condensed. This cost efficiency translates to the bottom line (lower cost) and hotels can 
potentially charge more to customers. 
 
In line with the efforts to heal the environment and minimise the onslaught on this fragile 
ecosystem, it is important to understand consumers’ decision-making processes and encourage 
the patronage of green hotels. Therefore, the aim of this study is to identify the decision-making 
processes of consumers using the Theory of Planned Behaviour. Since the Theory of Planned 
Behaviour is an enhancement from the Theory of Reasoned Action, it should prove to be 
superior in predicting consumer intention to visit green hotels. Therefore, the objectives of this 
study are three-fold: first, to study the relationship between attitude, subjective norms, perceived 
behavioural control and intention to visit green hotels; second, to incorporate self-identity as an 
additional determinant in the Theory of Planned Behaviour to further improve its predictive 
powers; and finally, to test the moderating effect of gender on the relationship between attitude, 





Theory of Reasoned Action (TRA) 
 
As the name suggests, this theory is based on the idea that as human beings, we are “usually 
quite rational and make systematic use of information available to [us]” (Ajzen & Fishbein, 1980, 
p. 5). Our actions are thought through and the actions taken reflect on our deliberation of all 
available information at a particular moment in time. Our actions are based on reason(s) and we 
act accordingly. More specifically, our behaviours are predictable. 
 
The Theory of Reasoned Action was initially developed by Fishbein & Ajzen (1975). The 
authors reasoned that behaviour can be predicted from its immediate antecedent of intention to 
perform the behaviour. Similarly, intention can be determined by its antecedents of attitude 
toward the behaviour and subjective norm (see Figure 1 for the model). Combined, attitude and 
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According to Fishbein and Ajzen (1975), our actions are (to a degree) tempered by the people 
around us. We are prone to act in line with what is expected from us and within acceptable 
bounds of our valued others. Ajzen and Fishbein (1980, p. 57) defined subjective norm as “the 
person’s perception that important others desire the performance or non-performance of a 
specific behaviour”. Subjective norm is different from social norms as “there is a distinction 
between whether society condones a behaviour and whether someone perceives that important 
others whose opinions matter condone the behaviour” (Manning, 2009). Realising this, Ajzen 
and Fishbein (1980) rightly included this perspective within the Theory of Reasoned Action. 
 
The theory also assumes that we have volitional control or free will to act (Doane, Kelley & 
Pearson, 2015). In the absence of volitional control, our intention remains a motivation to act; an 
unfulfilled behaviour until and unless authorised or given the chance to act. According to 
Netemeyer and Bearden (1992), the Theory of Reasoned Action “has been widely used to predict 
behavioural intention towards marketing- and consumer-related behaviours”. It has been 
employed in various settings such as weight loss (Sejwacz, 1980), abortion (Smetana & Adler, 
1980), consumer behaviour (Fishbein & Ajzen, 1980) and behavioural changes (Fishbein et al., 
1980). 
 
Theory of Planned Behaviour (TPB) 
 
This theory is not much of a different from the Theory of Reasoned Action. In fact, it is an 
extension of it (Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980; Ajzen, 1985; Ajzen, 1991). 
The TPB improved the predictive powers of TRA by accounting for “the original model’s 
limitations in dealing with behaviours over which people have incomplete volitional control” 
(Ajzen, 1991, p 181; Kautonen, Gelderen & Tornikoski, 2011). Incomplete volitional control can 
be attributed to internal and external factors (Ajzen, 1985) for which they are accounted for by 
perceived behavioural control (Ajzen, 1991). Figure 2 below illustrates the relationship among 
the independent variables and the dependant variables according to the Theory of Planned 
Behaviour. 
 
The crucial factor in TPB is the intention to perform a particular behaviour (Ajzen, 1991). 
Similar to TRA, “the stronger the intention to engage in a behaviour, the more likely should be 
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its performance” (Ajzen, 1991). For example, the higher a person’s intention to buy the newly 
launched Apple iPhone 7 the higher the likelihood that he/she would actually buy one. The 
person would be motivated (intention) to buy the phone and friends (subjective norm) will be 
impressed. However, since money is an issue (perceived behavioural control) as the phone is 
expensive the person will not buy the new iPhone 7. 
 
Atsalakis and Sleap (1996) concurred by statinge that it “is a modern theory in the area of social 
psychology that aims to predict and explain virtually all forms of behaviour”. Behavioural 
intention in turn was highly predictive of actual behaviour regarding enrolment in a business 
ethics course (Cham, Lim, Aik, & Tay, 2016; Cooke et al., 2014; Lim, Cham & Sia, 2018). TPB 
also proved to be superior in its predictive properties regarding a comparison study by 
Netemeyer, Andrews and Durvasula (1993). In their study, Netemeyer et al. compared TPB, 
TRA and the Miniard and Cohen Model in a Valentine’s Day gift-giving study, TPB was found 
to be superior in predicting behaviour al intention. Furthermore, a meta-analysis by Armitage 
and Conner (2001) provided ample support for the efficacy of TPB while simultaneously 
encouraging more research to improve its efficacy.  
 
 





Attitude toward the Behaviour (Attitude) 
 
The concept of attitude has been in use for the longest time. Wicker (1969, p. 75) stressed that 
there was “little evidence to support the postulated existence of stable, underlying attitudes 
within the individual which influence both his verbal expressions and his action”. This led social 
scientists to conduct some soul searching since the study of attitude was central. About a decade 
later, the research by Fishbein and Ajzen (1975) made an important distinction of the attitude 
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concept and re-established the attitude-behaviour link; according to their theory, attitude is 
mediated through intention. They viewed attitude as an evaluative component on the target 
behaviour. In their research, attitude was estimated from behavioural beliefs and its evaluated 
outcomes. 
 
It is thought that certain beliefs become relevant for certain behaviours and that the evaluation of 
the outcome of conducting the behaviour, whether positive or negative, together make up attitude 
(Cham, Ng, Lim & Cheng, 2018; Chen & Tung, 2014; Lim & Cham, 2015). Using the 
expectancy-value model, attitude is estimated based on the summed product of beliefs and 
outcomes to arrive at a single index for the attitude. This is known as the beliefs-based measure. 
Attitude can also be directly measured by asking what respondents’ attitudes are towards the 
behaviour. This is known as direct measure.  
 
Subjective Norm (SN) 
 
Jellema et al. (2013) refers to subjective norm simply as “the anticipation of approval of other 
behaviour”. The intention to perform a behaviour is dependent on the presupposed endorsement 
of other valued behaviours. The more the individual perceives the endorsement to the behaviour, 
the more likely his/her intention. Therefore, the motivation to comply to a close and respected 
person by the individual may shape their behaviour.  
 
This “normative component” (Ajzen & Fishbein, 1980, p. 57) has had mixed receptions among 
researchers. Some studies have found that subjective norm is the least important of the predictors. 
While other studies like those of Liobikienė, Mandravickaitė and Bernatonienė (2016), found 
subjective norm to be the “biggest influence on green purchase behaviour”. Regardless, 
subjective norm can be valued the same way as attitude was previously; either through summed 
multiplication of normative beliefs and motivation to comply, or directly measured by asking the 
individual whether they perceive important what others would agree to the planned behaviour 
(Acker et al., 2013; Cham et al., 2018).  
 
Perceived Behavioural Control (PBC) 
 
According to Ajzen (1991), perceived behavioural control refers to “the perceived ease or 
difficulty of performing the behaviour”. When the required resource(s), ability or control is 
deficient, the perceived behavioural control effects behaviour through behavioural intention as 
low probability to perform the behaviour. When the control is high or within the ability of the 
actor to perform the behaviour, perceived behavioural control then “reflects actual control and 
has direct link to behaviour not mediated by intentions” (Madden, Ellen & Ajzen, 1992).  
 
Perceived behavioural control is similarly assessed to attitude and subjective norm with the 
expectancy-value model. Control, beliefs and perceived power are multiplied and summed up to 
provide a single index of perceived behavioural control. The direct measure is to ask the 
individual how much control they perceive to have over the behaviour. These two measures (the 
belief-based measure and direct measure) should strongly correlate to each other as they gauge a 
similar construct which is perceived behavioural control (Kim et al., 2013). 








According to Cook, Kerr and Moore (2002), “self-identity is generally interpreted as a label that 
people use to describe themselves”. Sparks (2000) added that self-identity essentially “refers to 
the relatively enduring characteristics that people ascribe to themselves, which take the form of 
(or incorporate) socially given linguistic categorizations”. Green Consumer, for example, is one 
example of self-identity that some people might ascribe to. 
 
Self-identity seems to sit squarely in the personal category and should not directly affect 
behavioural intention but influence it through either attitude, subjective norm or perceived 
behavioural control. However, extant theories could guide more determinants to behavioural 
intention if it can be proven to add predictive value to the Theory of Planned Behaviour (Ajzen, 
1991). The main argument, as suggested by Sparks and Shephard (1992), is that self-identity is 
reflected within the attitude construct and could not be divorced from it. Self-identity affects 
attitude which, in turn, affects behavioural intention. Self-identity does not affect behavioural 
intention directly, it’s independent of attitude (Hogg, 2016). This is in contrast to the findings 
from other researchers who have incorporated the use of self-identity in TPB such as Whitmarsh 
and O’Neill (2010), Cook et al. (2002), Smith et al. (2008) and Sparks and Guthrie (1998). They 
have all found self-identity to be significant and independent of attitude in predicting behavioural 
intention; in fact, at the end of Sparks and Shepard’s (1992) study, they discovered that self-
identity is significant and independent of attitude. 
 
Visit Intention (VI) 
 
The intention to purchase accommodation in green hotel will be designated by visit intention. 
TPB is used to explain the relationship among visit intention and its predictors of attitude, 
subjective norm and perceived behavioural control. Several researchers have also argued against 
the dual role of perceived behavioural control. According to Armitage and Conner (1999), this 
contributed towards “weak internal reliability designed to measure the perceived behavioural 
construct”. If PBC was sufficiently operationalised, it will potentially invite problems during 
factor analysis as it will show up as two factors. If, however, factor analysis shows 
unidimensionality, the operationalisation of PBC could be construed as inadequate. 
 
Another criticism is on the antecedent; subjective norm. It was found to be the weakest among 
the predictors in determining intention. Armitage and Conner (2001) speculated that this might 
be due to its measurement, while Godin and Kok (1996) indicated problems with the 
“operationalisation of this construct”. However, subjective norm influencing our intention as 
postulated by TRA/TPB is only up to a certain degree. According scholars, the Theory of 
Planned Behaviour does not account for “chronic or postponed intentions” (Orbell et al., 1997) 
or “inclined abstainers” (Sniehotta et al., 2014). These are instances where the intention is 
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Moderating Effect of Gender 
 
According to findings from researchers such as Laroche, Bergeron and Barbaro-Forleo (2001) 
and Roberts (1996), females seem to be more concerned about the environment and take 
necessary steps to exercise such concerns. Bussey and Bandura (1999) noted that gender roles 
are socially driven rather than biologically. Society prescribes feminine values to women while 
dispensing with masculine values to men. Women do women jobs while men do men jobs. It is 
hard to imagine male nurses or women pilots. Therefore, the feminine role (gender role) as being 
nurturing and caring towards others can be seen as extending to the environment and caring for 
more (Faqih & Jaraddat, 2015).  
 
Research Model and Hypotheses  
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H1: Attitude positively influences visit intention. 
H2: Subjective norm positively influences visit intention. 
H3: Perceived behavioural control positively influences visit intention. 
H4: Self-identity positively influences visit intention. 
H5: Gender moderates the relationship between attitude and visit intention.  
H6: Gender moderates the relationship between subjective norm and visit intention.  
H7: Gender moderates the relationship between perceived behavioural control and visit intention.  







The questionnaire used in the survey comprises of four sections. Section one contains the 
Participant Information Sheet which outlines the research and it goals. Section two consists of an 
expressed consent page where participants were formally asked for consent before contributing 
to the study. Section three outlines the measures for this study which are: Attitude, Subjective 
Norm, Perceived Behavioural Control, Self-identity and Visit Intention constructs. Section four 
contains questions for demographic information. 
 
The measures employed in the questionnaire are all adapted from studies that had previously 
validated them. Attitude was measured using a 7-item scale adapted from Han, Hsu and Sheu 
(2010). Subjective Norm was measured via a 3-item scale adapted from Han et al. (2010). 
Perceived Behavioural Control was measured with a 3-item scale adapted from Han et al. (2010). 
Visit intention was measured using a 3-item scale adapted from Han et al. (2010). For the Self-
identity construct, measures were adapted from Sparks and Shepherd (1992), Whitmarsh and 
O’Neill (2010), Cook et al. (2002) and Smith et al. (2008). The measures’ wording for Self-
identity were slightly altered to suit the present study. The adjustments made were in line with 
Francis et al.’s (2004) as well as Ajzen and Fishbein’s (1980) questionnaire construction 
recommendations. 
 
Sampling and Data Collection 
 
The questionnaire was distributed via e-mail linked to a web-based survey software, Qualtrics 
(www.lancaster.ac.uk/qualtrics). Prior to collecting samples, a test using the G*Power software, 
a stand-alone power analysis programme, was conducted to ascertain the minimum number of 
samples required (Faul et al., 2007). Its predictors yielded a minimum sample requirement of 85. 
Within 229 survey responses, 39 were incomplete and unusable leaving only 190 responses that 
could be employed. Based on the sample size requirement yielded by the G*Power software, the 













Sample Characteristics  
 
The gender distribution among respondents was quite even (Male = 45.7%; Female = 54.3%). 
The respondents were also relatively young with 90.5% being 45 years old and below. On the 
education front, undergraduates and postgraduates accounted for 89.4% of respondents. 
 
 
Descriptive Analysis  
 
As shown in Table 1, the mean values for the variables are ranging from 3.17 to 3.93, which are 
very close to the centre point value of 3.5; indicating that the data collected are not distorted. In 
term of standard deviation across the variables, the dispersion of all data values are minimal, this 
means the data is concentrated around the mean. In addition, the skewness values of the variables 
are between -0.328 and 0.292; and kurtosis values are ranging from -0.302 to 0.346 respectively. 
Kline (2005) state that the criteria outlined skewness index to below the absolute value of >-3, 
while kurtosis index below the absolute value of >10. According to the findings of the data 
collected, the results for the normality test supports the assumption which are normally 
distributed. According to (Hair et al., 2010), normality analysis is to ensure the collected data is 
normally distributed by the validity of the statistical results achieve from the current study.   
 
 
Table 1: Descriptive Statistics for the Variables  
Variables Mean Standard 
Deviation 
Skewness Kurtosis  
Attitude 3.74 0.597 0.292 -0.062 
Subjective Norm 3.17 0.763 0.028 0.346 
Perceived Behavioural Control 3.93 0.555 -0.328 0.281 
Self-identity 3.24 0.704 -0.047 -0.302 
Visit Intention 3.56 0.670 -0.067 0.068 
 
 
Reliability Analysis  
 
As shown in Table 2, all the variables in this research had Cronbach’s Alpha ( )  values above 
0.70 (Kline, 2005, p. 70; Hair et al., 2007, p. 244) except for Perceived Behavioural Control 
which was at 0.66. However, this is still considered acceptable as it shows that the internal 
consistency reliability is moderate rather than poor (Hair et al., 2007). Overall, the values 
indicating that all measurement items within the five variables being examined in this research 
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Table 2: Reliability Test for the Variables 
Scale α  Value 
Attitude 0.92 
Subjective Norm 0.91 
Perceived Behavioural Control 0.66 
Self-Identity 0.89 





As indicated in Table 3, the Pearson correlation coefficients showed that there was a significant 
linear relationship between the dependent variable (visit intention) and all its independent 
variables. It is interesting to note that the proposed addition of the predictor ‘self-identity’ had 
the most significant linear relationship with visit intention, r (184) = 0.65, p<0.001. Table 3 also 
shows the mean and standard deviation for each variable; e.g. the mean (SD) for self-identity was 
3.24 (0.70) and 3.56 (0.67) for visit intention. 
 
 










Visit Intention -     
Attitude 0.54** -    
Subjective Norm 0.49** 0.43** -   
Perceived Behavioural 
Control 
0.39** 0.34** 0.15* -  
Self-Identity 0.65** 0.48** 0.64** 0.35** - 
Mean 3.56 3.73 3.17 3.93 3.24 
Std. Deviation 0.67 0.60 0.76 0.55 0.70 
**p<0.01 (2-tailed), * p<0.05 (2-tailed) 
 
 
Simple Linear Regression 
 
The analysis indicated that a significant linear relationship between attitude and visit intention 
exist; β=0.603, SE=0.07, p<0.001. As summarised in Table 4, similar significant relationships 
were also found with other predictors: subjective norm (β=0.430, SE=0.560, p<0.001), perceived 
behavioural control (β=0.469, SE=0.082, p<0.001) and self-identity (β=0.621, SE=0.053, 
p<0.001) with visit intention. This indicates that all predictors are valid and significant in 
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Table 4: Simple Linear Regression Analysis 
Predictors Visit intention 
 R
2 
β SE beta 
Attitude 0.288 0.603** 0.07 0.537 
SN 0.240 0.430** 0.560 0.489 
PBC 0.151 0.469** 0.082 0.389 
SI 0.426 0.621** 0.053 0.653 




Hierarchical Linear Regression 
 
Three models were produced with the hierarchical linear regression, as presented in Table 5. 
Model 1 equates to TRA, Model 2 to TPB and Model 3 to eTPB. The analysis found that all 
predictors for the Theory of Reasoned Action (F (2,183) =53.627, p<0.001, R2=37%) and Theory 
of Planned Behaviour (F (3,182) =43.491, p<0.001, R2=42%) are significant. In the extended 
Theory of Planned Behaviour (F (4,181) =47.066, p<0.001, R2=51%) all predictors, except 
subjective norm, were found to be significant.  
 
 
Table 5: Hierarchical Linear Regression of Visit Intention on its Predictors 
     
 
Theory of Reasoned 
Action (TRA) 
Theory of Planned 
Behaviour (TPB) 
Extended Theory of 
Planned Behaviour 
(eTPB) 
 β SE beta Β SE beta β SE beta 
Attitude 0.449** 0.073 0.400 0.361** 0.074 0.322 0.275** 0.07 0.245 
SN 0.278** 0.057 0.316 0.277** 0.055 0.315 0.075ns 0.061 0.086 
PBC    0.281** 0.073 0.233 0.172* 0.069 0.143 
SI       0.409** 0.07 0.43 
R
2
 0.37 0.42 0.51 
R
2
 Change 0.37 0.048 0.09 
Sig. F Change 0.000 0.000 0.000 
Note: SN = subjective norm; PBC = perceived behavioural control; SI = self-identity. 
**p<0.001, *p<0.05, nsp>0.05 
 
 
Model 1 was essentially the multiple linear regression of visit intention on attitude and subjective 
norm. Collectively, this made up the Theory of Reasoned Action. TRA predictors (attitude and 
subjective norm) significantly (p<0.001) accounted for 37% (R2=0.37) of the variance of visit 
intention. This was also improved by the addition of PBC in Model 2. PBC further contributed 5% 
(R2 change= 0.05) with statistical significance (p<0.001) to the prediction of visit intention. This 
is consistent with the literature; TPB is superior to TRA in predicting visit intention by 
explaining about 42% (R2 =0.42) of its variance with statistical significance (p<0.001). 
 
Finally, the proposed addition of self-identity to TPB was represented in Model 3. The self-
identity variable has shown to further improve TPB’s explained variance of visit intention to 51% 
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(R2=0.51). Controlling statistically for attitude, subjective norm and PBC, self-identity has 
shown to significantly contribute (p<0.001) about 9% (R2 change=0.09) in the explained 
variance for visit intention. According to the model, the results of Table 5 are depicted in Figures 
4 to Figure 6 below. 
 
 
Figure 4: Model 1: Theory of Reasoned Action 
             




Figure 5: Model 2: Theory of Planned Behaviour 
            















β = 0.277**, SE=0.055 
R2 = 42% 




Published by Sarawak Research Society 
 
 
Figure 6: Model 3: Extended Theory of Planned Behaviour 
             
Note. SN = subjective norm; PBC = perceived behavioural control; SI = self-identity; VI = visit intention. 
**p<0.001, *p<0.05, nsp>0.05 
 
 
Moderation Effect of Gender 
 
Table 6 presents the p value for the interaction variables. No significant relationship was found 
indicating that gender does moderate the relationship between independent variables and the 
dependent variable. 
 
Table 6: Interaction variables 
Interaction variable Visit intention 
 β SE p 
Attitude x Gender -0.124 0.142 0.387 
SN x Gender -0.127 0.114 0.266 
PBC x Gender -0.009 0.167 0.959 
SI x Gender 0.026 0.106 0.808 
Note. SN = subjective norm; PBC = perceived behavioural control; SI = self-identity; VI = Visit Intention. 
 
Hypothesis Testing and Discussion 
  
As presented in Table 7, three out of eight hypotheses developed in this study were supported. 
Based on the results, the more positive the attitude towards the behaviour, the more positive the 
perceived behavioural control. Moreover, the more positive the self-identity, the more likely the 
intention to purchase accommodation in green hotels. Therefore, in order to encourage visit 
intention, it is recommended that these antecedents be influenced so that a positive outcome is 
attained and ultimately culminates with visit intention. On the other hand, subjective norm, 
although a significant predictor of visit intention in isolation, became insignificant in the 






R2 = 51% 




Published by Sarawak Research Society 
 
Table 7: Hypothesis testing results 
Path Β SE p Hypotheses 
Attitude → VI 0.275** 0.07 0.000 H1: Supported 
SN → VI 0.075ns 0.061 0.220 H2: Not supported 
PBC → VI 0.172** 0.069 0.014 H3: Supported 
SI → VI 0.41** 0.07 0.000 H4: Supported 
Attitude x Gender -0.124ns 0.142 0.387 H5: Not supported 
SN x Gender -0.127ns 0.114 0.266 H6: Not supported 
PBC x Gender -0.009ns 0.167 0.959 H7: Not supported 
SI x Gender 0.026ns 0.106 0.808 H8: Not supported 
Note. SN = subjective norm; PBC = perceived behavioural control; SI = self-identity; VI = Visit Intention. 
**p<0.001, nsp>0.05 
 
It was found that the Theory of Planned Behaviour (F (3,182) =43.491, p<0.001, R2=42%) was 
more effective as it explained 42% (R2=0.42) of the variance in visit intention compared to 37% 
(R2=0.37) by the Theory of Reasoned Action (F (2,183) =53.627, p<0.001, R2=37%). The 
inclusion of self-identity as an additional antecedent to the Theory of Planned Behaviour helped 
increase the explained variance in visit intention by up to 51% (R2=0.51). This extended Theory 
of Planned Behaviour (F (4,181) =47.066, p<0.001, R2=51%) was more effective than both 
original theories. The self-identity construct contributed an additional 9% (R2 change=0.09) of 
the explained variance in intention and proved to be a major predictor of visit intention, followed 
by attitude and, finally, perceived behavioural control. Subjective norm was found to be an 
insignificant predictor of visit intention.   
 
Furthermore, self-identity’s influence on visit intention was consistent with the findings of 
Barbarossa et al. (2015), Whitmarsh and O’Neill (2010), Cook et al. (2002), Smith et al. (2008), 
Sparks and Guthrie (1998) and Sparks and Shephard (1992); that self-identity is a significant 
predictor of behavioural intention. Marketers and managements should take heed of this finding 
since the more positive consumers identify themselves as patrons of green hotels, the more likely 
they are to stay in green hotels. Therefore, hotels should differentiate themselves from traditional 
ones and declare themselves as part of the green hotel family to have an advantage. Inclusion 
into the green family can be done through eco-label certification. Since it is hard for consumers 
to fully comprehend the certification process, it is easier to depend on third party authorities to 
verify such green claims. Therefore, consumers can confidently identify green hotels, avoid 
cognitive dissonance (Festinger, 1957) and choose to stay with them to be in line with their self-
identity. 
 
The next influential predictor was attitude. The more positive the attitude towards the behaviour 
of visiting green hotels, the more likely the consumer will visit a green hotel. Marketers should 
work on advertisements to increase positive attitudes toward staying in green hotels. Promotional 
videos or articles portraying constructive values of staying in green hotels should be aired in 
multiple marketing channels. To capture Baby Boomers, traditional channels such as newsprints, 
magazines and television should be capitalised. 
 
Perceived behavioural control was the weakest of the predictors. According to Ajzen (2011), 
when control over the behaviour is a problem, perceived behavioural control will not affect the 
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dependent variable. Papers such as those of Han et al. (2010) found that despite the low 
availability of green hotels as a control problem over the behaviour, respondents in Malaysia do 
not seem to view this as an issue. The lack of green hotels in Malaysia also contribute to the low 
predictive properties of PBC. More hotels must be converted to green hotels to address the 
shortage. Perhaps the need to stay in a green hotel is only salient when such establishments are 
available, and being unable to fulfil this need is not viewed as critical. This seems to point to the 
lack of environmental awareness or programs that educate consumers about staying in green 
hotels. 
 
According to Paul, Modi and Patel (2016), perceived behavioural control can be increased via 
“infomercial ads”. The idea is to encourage trials of green hotel stays. It is hoped that these trials 
will be positive since guests will be exposed to further promotions and become more aware of 
green hotel benefits. Such advertisement is also expected to attract guests with “variety seeking 
behaviour” (Fahy & Jobber, 2015, p. 65) where the perception of limited difference between 
green and traditional hotels exist.  
 
Subjective norm was found to be an insignificant predictor of behavioural intention, which is 
consistent with the findings of Paul et al. (2016) and Brewer et al. (1999). As noted earlier, this is 
due to the lack of social pressure to stay in green hotels because it is not perceived as important 
to loved ones and significant others. Community wide efforts must be launched to instil the 
importance of caring towards the environment such as Earth Day and Earth Hour which get the 
entire community involved. 
 
In contrast to previous findings (e.g., Laroche et al., 2001; Roberts, 1996) where women have a 
tendency to display more ecological concerning behaviours, gender was found to be of no 
significance in moderating attitude, perceived behavioural control, self-identity and subjective 
norm. Although the initial suggestion by Bussey and Banura (1999) outlined that gender roles 
are socially driven rather than biologically prompting them to be more nurturing and caring to 
the environment, the contrast of this study indicates that additional future research on the topic 





More tourists (when on holiday, business or travel) would go a long way to use such facilities so 
as to reduce the negative impact on the environment. With a positive attitude towards staying in 
a green hotel, constructive perceived behavioural control as well as completely identifying with 
green hotels through self-identity, taking up accommodation in a green hotel is more likely.  In 
the interest of the environment and our collective wellbeing, the following recommendations are 
advanced for encouraging guests to take up accommodations in green hotels. 
 
Firstly, consumer education is paramount for introducing green hotels. Consumers can be made 
aware of our degrading environment through documentaries. The documentaries, skits and 
videos should be available in green hotels to strengthen and reaffirm guests’ decisions to stay; 
while advertorials and advertisements can be made available in newspapers, magazines or aired 
on television to reach out to more people. 
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Furthermore, green hotels are recommended to participate or initiate corporate social 
responsibility (CSR) for higher visibility in the community as a way of giving back. This can be 
done through activities such as Plant a tree a day or Adopt a river campaign. Apart from the 
publicity gained, green hotels can show first-hand how the environment matters, engage the local 
community and exhibit tangible efforts in keeping the environment healthy.  
 
This study, like any other study, is not without limitations. Firstly, this research would have 
immensely benefited if conducted longitudinally. This would have extended the scope of the 
study to test for actual behaviour or reported behaviour 6 months or 1 year after the initial survey 
was conducted. Secondly, pilot testing the questionnaire with more respondents would have also 
been advantageous. Thirdly, future research designed to obtain the views of hotel employees 
would further help achieve a better understanding of the variables. Instead of using convenience 
sampling, this research would have benefited from a random pooling of respondents which 
ideally represents the population. In addition to the close-ended questions, the use of open-ended 





Acker, F. V., Buuren, H. V., Kreijns, K., & Vermeulen, M. (2013). Why teachers use digital 
learning materials: The role of self-efficacy, subjective norm and attitude. Education and 
Information Technologies, 18(3), 495-514. 
Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. In Kuhl, J. & 
Beckman, J., (Eds.), Action control: From cognition to behavior (pp. 11-39). Heidelberg: 
Springer. 
Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and human decision 
processes, 50(2), 179-211. 
Ajzen, I. (2011). The Theory of Planned Behavior: Reactions and Reflections. Psychology & 
Health, 26(9), 1113-1127. 
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. 
Prentice-Hall, NJ. 
Ajzen, I., & Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, intentions, and 
perceived behavioral control.  Journal of experimental social psychology, 22(5), 453-474.  
Atsalakis, M., & Sleap, M. (1996). Registration of children in a physical activity program: An 
application of the theory of planned behavior. Pediatric Exercise Science, 8, 166-176. 
Armitage, C. J., & Conner, M. (1999). The theory of planned behaviour: Assessment of 
predictive validity and 'perceived control. British Journal of Social Psychology, 38(1), 35-
54. 




Published by Sarawak Research Society 
 
Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behaviour: A meta-
analytic review, British Journal of Social Psychology, 40(4), 471-499. 
Barbarossa, C., Beckmann, S. C., Pelsmacker, P. D., Moons, I., & Gwozdz, W. (2015). A self-
identity based model of electric car adoption intention: A cross-cultural comparative study. 
Journal of Environmental Psychology, 42, 149-160. 
Bohdanowicz, P., Churie-Kallhauge, A., & Martinac, I. (2001, April). Energy-efficiency and 
conservation in hotels–towards sustainable tourism. Presented at the 4th International 
Symposium on Asia Pacific Architecture, Hawaii.  
Brewer, J. L., Blake, A. J., Rankin, S. A., & Douglass, L. W. (1999). Theory of reasoned action 
predicts milk consumption in women. Journal of the American Dietetic Association, 99(1), 
39-44. 
Bussey, K., & Bandura, A. (1999). Social cognitive theory of gender development and 
differentiation. Psychological Review, 106(4), 676-713. 
Cham, T. H., & Easvaralingam, Y. (2012). Service quality, image and loyalty towards Malaysian 
hotels. International Journal of Services, Economics and Management, 4(4), 267-281. 
Cham, T. H., Lim, Y. M., Aik, N. C., & Tay, A. G. M. (2016). Antecedents of hospital brand 
image and the relationships with medical tourists’ behavioral intention. International 
Journal of Pharmaceutical and Healthcare Marketing, 10(4), 412-431. 
Cham, T. H., Low, S. C., Lim, C. S., Aye, A. K., & Ling, R. L. B. (2018). The Preliminary Study 
on Consumer Attitude towards FinTech Products and Services in Malaysia. International 
Journal of Engineering & Technology, 7(2.29), 166-169. 
Cham, T. H., Ng, C. K. Y., Lim, Y. M., & Cheng, B. L. (2018). Factors influencing clothing 
interest and purchase intention: a study of Generation Y consumers in Malaysia. The 
International Review of Retail, Distribution and Consumer Research, 28(2), 174-189. 
Christensen, P. N., Rothgerber, H., Wood, W., & Matz, D. C. (2004). Social norms and identity 
relevance: A motivational approach to normative behavior. Personality and Social 
Psychology Bulletin, 30(10), 1295-1309. 
Cook, A.J., Kerr, G.N. & Moore, K. (2002). Attitudes and intentions towards purchasing GM 
food. Journal of Economic Psychology, 23(5), 557-572. 
Cooke, R., Dahdah, M., Norman, P., & French, D. P. (2014). How well does the theory of 
planned behaviour predict alcohol consumption? A systematic review and meta-analysis. 
Health Psychology Review, 10(2), 148-167. 
Department of Statistics, Malaysia (2013). Education and Social Characteristics of the 
Population: 2010. 




Published by Sarawak Research Society 
 
Department of Statistics, Malaysia (2016a). Malaysia @ a Glance. Retrieved October 16, 2016, 
from https://www.statistics.gov.my/index.php?r=column/cone&menu_id=dDM2enNvM 
09oTGtQemZPVzRTWENmZz09  
Department of Statistics, Malaysia (2016b). Current Population Estimates, Malaysia, 2014-2016. 
Retrieved October 16, 2016, from https://www.statistics.gov.my/index.php?r= 
column/cthemeByCat&cat=155&bul_id=OWlxdEVoYlJCS0hUZzJyRUcvZEYxZz09&me
nu_id=L0pheU43NWJwRWVSZklWdzQ4TlhUUT09  
Doane, A. N., Kelley, M. L., & Pearson, M. R. (2015). Reducing cyberbullying: A theory of 
reasoned action-based video prevention program for college students. Aggressive Behavior, 
42(2), 136-146. 
Elliott, A. C., & Woodward, W. A. (2016). IBM SPSS by Example: A Practical Guide to 
Statistical Data Analysis. CA: SAGE Publications. 
Fang, C. M., & Ju, T. P. (2014). Developing an extended Theory of Planned Behavior model to 
predict consumers’ intention to visit green hotels. International Journal of Hospitality 
Management, 36, 221-230. 
Fahy, J., & Jobber, D. (2015). Foundations of Marketing, (5th ed.). Berkshire: McGraw-Hill 
Education. 
Faqih, K. M., & Jaradat, M. R. (2015). Assessing the moderating effect of gender differences and 
individualism-collectivism at individual-level on the adoption of mobile commerce 
technology: TAM3 perspective. Journal of Retailing and Consumer Services, 22, 37-52. 
Faul, F., Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G* Power 3: A flexible statistical 
power analysis program for the social, behavioral, and biomedical sciences. Behavior 
Research Methods, 39(2), 175-191. 
Festinger, L. (1957). A Theory of Cognitive Dissonance. CA: Standford University Press. 
Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to 
Theory and Research. Reading, MA: Addison-Wesley. 
Fishbein, M., Jaccard, J. J., Davidson, A. R., Ajzen, I., & Loken, B. (1980). Predicting and 
understanding family planning behaviors: Beliefs, attitudes, and intentions. Understanding 
Attitudes and Predicting Social Behavior, 130-147. 
Francis, J., Eccles, M. P., Johnston, M., Walker, A. E., Grimshaw, J. M., Foy, R., Kaner, E. F. S., 
Smith, L., & Bonetti, D. (2004). Constructing questionnaires based on the theory of 
planned behaviour: A Manual for Health Services Researchers. Newcastle upon Tyne, 
Centre for Health Services Research, UK: University of Newcastle upon Tyne. 
Godin, G., & Kok, G. (1996). The theory of planned behavior: a review of its applications to 
health-related behaviors.  American Journal of Health Promotion, 11(2), 87-98. 




Published by Sarawak Research Society 
 
Green Hotel Association. (2016). What Are Green Hotels? Retrieved July 3, 2016, from 
http://www.greenhotels.com  
Han, H., Hsu, L. T. J., Lee, J. S., & Sheu, C. (2011). Are lodging customers ready to go green? 
An examination of attitudes, demographics, and eco-friendly intentions. International 
Journal of Hospitality Management, 30(2), 345-355. 
Han, H., Hsu, L. T. J., & Sheu, C. (2010). Application of the theory of planned behavior to green 
hotel choice: Testing the effect of environmental friendly activities. Tourism Management, 
31(3), 325-334. 
Hair, F. H., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate Data Analysis 
(7th ed.). Essex, UK: Pearson. 
Hair, J. F., Money, A. H., Samouel, P., & Page, M. (2007). Research Methods for Business. West 
Sussex, England: John Wiley & Sons Ltd. 
Hogg, M. A. (2016). Understanding Peace and Conflict Through Social Identity Theory. Peace 
Psychology Book Series, 3-17. 
Jellema, I. J., Abraham, C., Schaalma, H. P., Gebhardt, W. A., & Empelen, P. (2013). Predicting 
having condoms available among adolescents: The role of personal norm and enjoyment. 
British journal of health psychology, 18(2), 453-468. 
Kautonen, T., Gelderen, M. V., & Tornikoski, E. T. (2013). Predicting entrepreneurial behaviour: 
a test of the theory of planned behaviour. Applied Economics, 45(6), 697-707. 
Kim, E., Ham, S., Yang, I. S., & Choi, J. G. (2013). International Journal of Hospitality 
Management. International Journal of Hospitality Management, 35, 203-213. 
Kline, R. B. (2005). Principles and Practice of Structural Equation Modelling (3rd ed.). New 
York: Guilford Press. 
Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are willing to 
pay more for environmentally friendly products.  Journal of Consumer Marketing, 18(6), 
503-520. 
Lim, Y. M., & Cham, T. H. (2015). A profile of the Internet shoppers: Evidence from nine 
countries. Telematics and Informatics, 32(2), 344-354. 
Lim, Y. M., Cham, T. H., & Sia, B. C. (2018). Medical Tourists’ Behavioral Intention in relation 
to Motivational Factors and Perceived Image of the Service Providers. International 
Academic Journal of Organizational Behavior and Human Resource Management, 5(3), 1-
16. 
 




Published by Sarawak Research Society 
 
Liobikienė, G., Mandravickaitė, J., & Bernatonienė, J. (2016). Theory of planned behavior 
approach to understand the green purchasing behavior in the EU: A cross-cultural study. 
Ecological Economics, 125, 38-46. 
Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A comparison of the theory of planned behavior 
and the theory of reasoned action.  Personality and social psychology Bulletin, 18(1), 3-9. 
Manning, M. (2009). The effects of subjective norms on behaviour in the theory of planned 
behaviour: A meta-analysis. British Journal of Social Psychology, 48(4), 649-705. 
Martínez, P. (2015). Customer loyalty: exploring its antecedents from a green marketing 
perspective. International Journal of Contemporary Hospitality Management, 27(5), 896-
917. 
Mishra, D., Akman, I., & Mishra, A. (2014). Theory of Reasoned Action application for Green 
Information Technology acceptance. Computers in Human Behavior, 36, 29-40. 
Netemeyer, R. G., & Bearden, W. O. (1992). A comparative analysis of two models of 
behavioral intention. Journal of the Academy of Marketing Science, 20(1), 49-59. 
Netemeyer, R. G., Andrews, J. C., & Durvasula, S. (1993). A comparison of three behavioral 
intention models: The case of Valentine's Day gift-giving. NA-Advances in Consumer 
Research, 20, 135-141. 
Orbell, S., Hodgkins, S., & Sheeran, P. (1997). Implementation Intentions and the Theory of 
Planned Behavior. Personality and Social Psychology Bulletin, 23(9), 945-954. 
Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory of 
planned behavior and reasoned action. Journal of Retailing and Consumer Services, 29, 
123-134. 
Rees, R. (1993). The great copper trials. History Today, 43(12), 38-44. 
Rise, J., Sheeran, P., & Hukkelberg, S. (2010). The role of self-identity in the theory of Planned 
behavior: A meta-analysis. Journal of Applied Social Psychology, 40(5), 1085-1105. 
Roberts, J. A. (1996). Green consumers in the 1990s: profile and implications for advertising. 
Journal of Business Research, 36(3), 217-231. 
Russell, D. W. (2002). In search of underlying dimensions: The use (and abuse) of factor 
analysis in Personality and Social Psychology Bulletin. Personality and Social Psychology 
Bulletin, 28(12), 1629-1646. 
Smetana, J. G., & Adler, N. E. (1980). Fishbein's Value x Expectancy Model an Examination of 
Some Assumptions. Personality and Social Psychology Bulletin, 6(1), 89-96. 




Published by Sarawak Research Society 
 
Smith, J. R., Terry, D. J., Manstead, A. S., Louis, W. R., Kotterman, D., & Wolfs, J. (2008). The 
attitude–behavior relationship in consumer conduct: The role of norms, past behavior, and 
self-identity. The Journal of Social Psychology, 148(3), 311-334. 
Sniehotta, F. F., Presseau, J., & Araújo-Soares, V. (2014). Time to retire the theory of planned 
behaviour. Health Psychology Review, 8(1), 1-7. 
Sparks, P. (2000). Subjective expected utility-based attitude-behavior models: The utility of self-
identity. In D. J. Terry & M. A. Hogg (Eds.), Attitudes, behavior, and social context: The 
role of norms and group membership (pp. 31–46). Lawrence Erlbaum: Hillsdale.  
Sparks, P., & Guthrie, C. A. (1998). Self-Identity and the Theory of Planned Behavior: A Useful 
Addition or an Unhelpful Artifice?. Journal of Applied Social Psychology, 28(15), 1393–
1410. 
Sparks, P., & Shepherd, R. (1992). Self-identity and the theory of planned behavior: Assessing 
the role of identification with “green consumerism". Social Psychology Quarterly, 55(4), 
388-399. 
Vandermerwe, S., & Oliff, M. D. (1990). Customers drive corporations. Long Range Planning, 
23(6), 10-16. 
Whitmarsh, L., & O'Neill, S. (2010). Green identity, green living? The role of pro-environmental 
self-identity in determining consistency across diverse pro-environmental behaviours. 
Journal of Environmental Psychology, 30(3), 305-314. 
Wicker, A. W. (1969). Attitudes versus actions: The relationship of verbal and overt behavioral 
responses to attitude objects. Journal of Social issues, 25(4), 41-78. 
WTTC World Travel & Tourism Council (2016a). Travel & Tourism: Economic Impact (2016): 
World. Retrieved from http://www.wttc.org/-/media/files/reports/economic-impact-
research/regions-2016/world2016.pdf. 
 
 
 
 
